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Abstract

The objectives of this study was (1) to identify and categorize type of game
player in MMORPG game; (2) to identify thinking preference of each Thai teenager
game player; and (3) To map out and investigate the relationship between MMORPG
game player personalities based on player type theory and game players’ thinking
preferences in order to improve in game development as in turn to increase sales and
explore more opportunities for new game development.

Research-Methodology: The valid sample consisted of 419 MMORPG game
players. The employed research instrument was a questionnaire comprising 14 items
for MMORPG game players. Content validity of the developed test was verified by
the item-objective congruency (IOC) index by three experts.

Research findings were as follows: (1) Content validity of the questionnaire in
part 4 as shown by the 10C index were 1.00. (2) Content reliability of the
questionnaire in part. 4 with 30 pilot respondents were .744. A hypothesis shown very
strong evidence of relationship between Whole Brain thinking model and Player type
theory with the Pearson Chi-square test at Chi-square = 79.686, df = 9, p<.050. As
Player type theory is a dependent variable, lambda or directional measure applied and
the strength of relationship was measured and shown that there was a significantly
(Approx. Sig. = .030) moderate relationship (Value = 0.59) between Ned Hermann’s
Whole Brain thinking model and Bartle’s Player type theory.

Keywords: MMORPG, Whole Brain, Thinking Preference, Player style, Thailand
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CHAPTER 1
INTRODUCTION

This chapter presents significant and overall concepts of this thesis which are
discussed with different topics as follow:

1.1. Statement of the Problems

1.2. Research Objectives

1.3. Significant of the Study

1.4. Scope of the Study

1.5. Research Question

1.6. Research Hypothesis

1.7. Conceptual Framework

1.8. Definition of Terms

1.1 Statement of the Problems

In the year of 2014, technology is so dynamic. Even generation Z is generated
in this era after millennial generation. New inventive products come out dramatically
which those products generate to be more personalized.

According to Dencker (2010), mass customization Is explained in terms of
business model that allows customer to be able to customize their purchased product
to meet their own needs. In the point of view of company, mass customization is
defined as “the ability to provide customers with whatever they want, whenever they
want it, wherever they want it and however they want it” (Dencker, 2010). It has been
dramatically change from mass production era to mass customization era which
named as significant competitive advantage in the future. There is an example of
“Nike” as they start to launch the products that people can customized by themselves.
Actually, before Nike Company launches NIKE ID campaign, there are no large
companies that can make profits from employing mass customization. Many
companies include Toyota, Dow Jones, and Motorola have employed mass
customization but many of them does not work out. However, several large
companies are able to implement mass customization successfully including Levis and

Apple.  Dencker (2010) further stated that with current capabilities, mass



customization is a great technique for brand building but it is still difficult to
implement one by one offering compare with such a high consumption volume.

Even though Dencker (2010) exposed that mass communication is difficult to
implement, sportswear provided company like Nike Company still provided Nike 1D
service which allow customers to be able to customize their purchased products from
Nike. Customer would able to act as a designer to change, add personal look and their
style to their selected item. The customers are able to choose their customization
within a limited range of materials and colors to develop their own style of purchased
product. This service was initially launched in the year of 1999 and only offer this
feature through their website. Online community of Nike ID recently reached 15
million people with such a fantastic customer experience.  Furthermore, Nike
Company market share has grown from 48-61%. In addition, Nike ID is currently
become 20% of store revenue. By the number, this strongly shows how success mass
customization technique is offered which could maybe lead to further mass
personalize product further on.

Technology industry becomes more challenging and fiercely competitive.
Ones who cannot offer the right product to the right person would go out of the
business. To illustrate, “Zynga” was a company that was founded in 2007. A few
years later, it becomes one of the world’s biggest game companies as the games they
created are very popular among. the players in social network, especially via
Facebook. The most popular game includes FarmVille, CityVille and Words With
Friends with approximately hundreds of millions of players enjoy with these game.
Consequently, they can earn large amount of revenue from selling virtual items in the
game which players need to spend their real money in order to improve their standing
in the games (Manjoo, 2012). Therefore, because of these virtual goods, it can make
this company continue growing. In February 2012, it was reported that Zynga earned
$311 million revenue from about 150 million users. In other words, it shows that the
actual average revenue per user (ARPU) is around $2 (Zichermann, 2012). In reality,
there are only few players who really willing to spend their real money into the game,
which the statistic shows that there are only 3 percent of people who willing to pay.
Therefore, the average revenue per user (ARPU) from paying player should be around



$60 per users. Actually, some game players who really addict to the game are willing
to pay over hundreds or thousands of dollars a month to play these online games.

On the other hand, it is important for the game developers to consider about
these players as they are one source of the company’s revenue. If the number of
players who willing to pay money for their virtual goods are decreasing, they need to
find new strategies in order to sustain their growth. Therefore, in order to do that, the
company should find the strategies that they can retain their existing customers at the
same time looking for new targeted customers. Importantly, if game developers
understand customers’ behaviors, they will be able to offer the right products to the
right customers.

Therefore, whichever way to-know and understand more about customers
would give the better advantage to those ones. The improvement of Internet
connections, graphics cards and microprocessors make many video games become
omnipresent in our culture, particularly among children and teenager (Delwiche, 2006;
Rhyne, 2002). This is the reason why there are many researches and debates over the
educational potential of these games (Mitchell & Savill-Smith, 2004).. As the matter
of fact, ongoing expansion in the number of video game players will lead to the
growth of these entire debates in the future (Susaeta et al., 2010).

Nowadays, online game industry has played a significant role in Thai
economy. From National Statistical Office (2011), it stated that there is dramatically
increasing and continuing to grow in the usage of internet of Thai population as shown
in figure 1.1 below.

Population of the usage of internet based on age (2007-2011)
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Figure 1.1 Population of the usage of internet based on age (2007-2011)
Source: National Statistical Office, 2011: Online



The most usage of internet are teenagers whose ages between 15 and 24. As
the figure 1.1 shows that 65.4 percent of them uses internet to play and download
games. By the statistic, there is a great opportunity for Thai economy to grow in this
field.  Therefore, designing games to suit to game players’ preferences and

experiences becomes more important for game developers.

Usage of internet of teenager age between 15-24 years old
Categorize by activities in 2011
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Figure 1.2 Usage of internet of teenager age between 15-24 years old categorize by
activities in 2011
Source: National Statistical Office, 2011: Online

Moreover, national statistical office website shows in figure 1.3 that average
time spending in online game of Thai teenager ages between 15 and 24 in Thailand is
around 60.7 minutes per day. And, it is the highest among Asia counties at the time of

this study.

Average time spent in online game of teenager age
between 15-24 years old in Asia countries
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Figure 1.3 Average time spent in online game of teenager age between 15-24 years
old in Asia countries
Source: National Statistical Office, 2011: Online



1.2 Research Objectives

1.2.1 To investigate the proportion of each type of Thai teenager game player
in MMORPG game based on Player type theory.

1.2.2 To investigate the proportion of each thinking preference of Thai
teenager game player in MMORPG game based on Whole brain model.

1.2.3 To map out and investigate the relationship between Thai teenager
MMORPG game player’s play styles based on player type theory and game players’
thinking preferences based on Whole brain model in order to increase sales and

opportunities to improve in game development.

1.3 Significance of the Study

Technology industry becomes very competitive in this century. Therefore, this
research is aimed towards an investigation of the relationship between Whole brain
thinking preference and Player type theory. By applying the model with the theory,
results will lead to better understanding about game players who are active on-line
buyers. In addition, this research-aims to help game developers to understand the
game players’ behavior and preferences. As a consequence, game developers will be
able to determine the design of games to fit with those buyers.. Furthermore, varieties
of marketing methods and technique can be applied to attract game players easier and

able to sell more to generate greater revenue such as gamification.

1.4 Scope of the Study

The target group of this study would be MMORPG ages between 15 — 24
game players who play more than 1 MMORPG games. The distribution of
questionnaires would be in Thailand via online channels. Surveys expectation would

cover the sampling of MMORPG game players about 400 respondents.

1.5 Research Question

This research aims to study the relationship of whole brain thinking and
players’ style of MMORPG teenager game players within Thailand. The research
question thus was to what extent, if any, did thinking preference and virtual in-game

character correlate with each other?



1.6 Research Hypothesis
The following hypothesis was set:

H1  Whole brain thinking preference and game playing style of Thai teenager
MMORPG game player are interrelated.

1.7 Conceptual Framework

In this research, researcher apply Bartle’s Player type theory to determine each
type of game player of MMORPG game genre and Whole brain thinking preference
by Ned Hermann. Researcher seek for conclusion if there is any relationship between
thinking preference of each person and play style of each person. Researcher states
Whole brain thinking preference as an independent variable while a dependent
variable is Player type theory. At the same time, researcher defines the correlation
between these two variables which both variables are similarly divided into four

categories as in the figure below.

Whole Brain Player Type Theory
Thinking Preference
*  Analyzers =  Achievers
+  Organizers | * Killers
»  Personalizers *  Socializers
»  Visualizers +  Explorers

Figure 1.4 Conceptual Framework

1.8 Definition of Terms

In order to facilitate the same meaning of terms used in this research, the
following brief, working definitions of terms are presented:
MMORPG

Massively Multiplayer Online Role-Playing Game (MMORPG) is an online
game which can serve a large number of game players simultaneously and every game
player can have interaction with each other in real time (Steinkuehler & Williams,
2006).
Thinking Preferences

Thinking preference refers to ability for individuals to act outside based on
their preferred Whole Brain dominance (Brian, 2011).



Summary

As a result, by understanding these teenagers’ thinking preference,
development of an online game will become productive. Game developers would be
able to enhance in designing game which leads to an increase in revenue by offering
personalized game for each game player and send out personalized message, i.e.,

product marketing, etc. that is suitable for each game player.



CHAPTER 2
LITERATURE REVIEWS

The previous chapter explained the purpose of this study which is to map out
and see the relationship between MMORPG game player style based on player type
theory and game players’ thinking preferences in order to increase sales,
opportunities. In addition, it was to improve in game development and apply thinking
preference to offer personalized in-game product or promotion by using framework of
Player type theory and Whole brain thinking preference model relationship. This
chapter provides a review of overall concept and relevant theories among different
researches from different researchers who studies of topics as follow:

2.1 Brief history of PC/online games play important roles

2.2 Brief history of Massively Multiplayer Online Role-Playing Games

(MMORPGS) play important roles

2.3 Relate researches

2.4 Player type theory

2.5 'Whole brain thinking model

2.1 Brief history of PC/online games play important roles

The influence of computer games is growing continuingly as research shown
that the age of children playing games continue to be younger and internet usage
among children becomes more popular. -Moreover, the internet access has become
widespread since 1990s, which impacted people’s working, socializing and behaviors
(Dindar & Akbulut, 2014). The Internet becomes an important media role in
information age especially for children and youth who are a group that influences by
internet usage (Makesrithongkum, 2009). The internet also has a great impact on
marketing concepts especially in the game sectors in terms of alerting relationship
marketing activities with customers (Maklan & Klaus, 2011).

Online games become interactive because they allow game players around the
world to interact with each other in one single platform. Eventually, online games

began to become one of important factors of our social culture (Nuangjumnonga &



Mitomo, 2012; Williams et al., 2008). Online games also bring people together to
form society which players interact with each other in virtual world that are always on
twenty four by seven. These worlds are called “massively multiplayer online games”
or MMOs (Steinkuehler & Williams, 2006).

As the computers and online games market grew rapidly, lots of people
especially teenagers spend great amounts of time playing online games (Boyle,
Connolly, & Hainey, 2011; Gonzélez-Gonzélez, Toledo-Delgado, Collazos-Ordofiez,
& Gonzélez-Sanchez, 2013). Challenges for marketing industry in measurement of
online game players’ interaction with a game become critical since it is an important
key for company sustainability (Tony, Richard, & Paul, 2009). Moreover, there is a
few knowledge about how customer experiences on online game that would be from
their consumption which might be interpreted into customer value perception (lyanna,
Bosangit, & Mohd-Any, 2012).

2.2 Brief history ~of Massively Multiplayer Online Role-Playing Games
(MMORPGS) play important roles

The history of MMORPG was born in 1970s and was started as a “Multi User
Dungeons ' (MUDs)” on- the Advanced Research Projects Agency Network
(ARPANET) back in the mid-1970s and currently this industry is continuing to grow
rapidly (Daniel & Daniel, 2012, chap. 41; Hou et al., 2011; Lo & Wen, 2010; Rezaei
& Ghodsi, 2014). MMORPGs are formed of MUD games that offer a persistent 3D
virtual world to support thousands of players or player characters to play together on
the Internet (Lo & Wen, 2010). “In an MMORPG,; the world exists before the user
logs on, and continues to exist when the user logs off” (Yee, 2006).

Massively multiplayer online role-playing games (MMORPGS) provide game
players many game-play options. It allows players to connect and interact with other
players in open-world virtual landscapes which are filled with a variety of possible
activities. It allows players to be able to create and control their own avatars to play
with others either as allies or competitors in 3D graphical video environments
(Steinkuehler & Williams, 2006). These games attract lots amount of players of all
ages, nationalities, and occupations, which the average playing time for these games is
usually in excess of 20 hours per week (Griffiths, Davies, & Chappell, 2004; Williams
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et al., 2008; Yee, 2006a). The popularity of massively multiplayer online role-playing
games (MMORPGSs) makes it very important to investigate how they impact on game
players’ lives (Zhong, 2011). Furthermore, it is even more important to understand
how to design a successful MMORPG that can satisfy the target game players (Ang,
Zaphiris, & Mahmood, 2007; Lo & Wen, 2010; Zhong, 2011) and retain them (Hou,
Chern, Chen, & Chen, 2011).

MMORPGs bring a significant role in online game players’ interactions within
game industries. MMORPG users have experienced more complicated gaming
behavior compared to other virtual game players have; so, this issue leads to further
research in the MMORPGs industry (Stetina, Kothgassner, Lehenbauer, and Kryspin-
Exner (2011); Rezaei & Ghodsi, 2014). In software industry, software developers
who provide consumers with personalized product based on individual preference
have been shown to be better choices (Murray & Haubl, 2009).

In terms of game business in Thailand, the statistic in figure 2.1 (NIKO Media
Research, 2013) presents data on the PC online games revenue in Thailand from 2012
to 2014. It was estimated that the 2014 PC online games revenue for Thailand would

be 183 million U.S. dollars as continuing to grow in the industry.

183
180
158.1
160

140 33 ’
80 ‘
60
10
20

0

2012 2013 2014

'.S. dollars

Revenue in 1

Figure 2.1 PC Online Games Revenue in Thailand from 2012 to 2014
Source: NIKO Media Research, 2013: Online

One of the leading game company in Thailand with the offering of 17
MMORPGs games (only count the ones offer in Thailand) is Asiasoft Corporation
Public Company Limited (the “Company” or “AS”). In 2003, “Ragnarok Online” of
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MMORPG was licensed from Gravity Corporation, South Korea. Asiasoft was
localized into Thai language to serve Thai game players. “This game was an immense
success, with the highest peak Concurrent Users of over 110,600” (Asiasoft
Corporation Public Company Limited, 2013). Today, Asiasoft has generated their
revenues by offering (1) Air Time sale in which players have to pay base on their
hours of playing MMORPG games (2) Item sale in which players able to play
MMORPG games free of charge but company will sell in-game items such as
equipment, accessories or some other items that make that players become better in
somehow than other players who do not purchase in-game items. In-game items
sometime come with marketing campaign by offering on sales price in specified
periods or events in order to attract players to purchase them. Currently, revenue
model of online game has shifted from Air Time sales to Item sales. The reason
behind is that there are more chances for game players to be attracted because they
can play MMORPG games for free which.in turn increases more chances to buy in-
game items later on (Asiasoft Corporation Public Company Limited, 2013).

2.3 Relate researches

Theories of personality

According to Worth & Book (2014), personalities and behaviors in online
game are investigated. The research applies HEXACO traits together with Bartle’s
player type theory. to investigate relationship between them. In-game behaviors and
preferences; previous studies have shown that players have different motivations for
playing, preferences for choosing in-game role to act, and engaging in different in-
game behaviors (Yee, Ducheneaut, Shiao, & Nelson, 2012). Personality traits have a
strong influence on how people think, feel, and behave in the real world which should
influence virtual (i.e., in-game) behavior as well (Worth & Book, 2014).

Likewise, several meaningful correlations are found between Five Factor
Model personality traits and in-game behaviors in World of Warcraft (Yee,
Ducheneaut, Nelson, and Likarish, 2011). Five personalities in the model include
extraversion, introversion, agreeableness, conscientiousness and openness to

experience. Extraversion is associated with completing more high-level challenges
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that require interaction and cooperation with groups of players, while Introversion has
more achievements relating to solo activities. Agreeableness is associated with
performing more friendly interactions. People who have low Agreeableness are
associated with having killed more players in player-versus-player combat. For
Conscientiousness, it is associated with having high profession tasks which require
diligence to complete. Lastly, Openness to Experience is associated with having
completed more exploration achievements. Thus, many of the correlations observed
by Yee et al. (2012) seem to be largely consistent with personality and behavior
patterns observed in the real world (Worth & Book, 2014).
The relationship between leadership development and Multiplayer Online

Battle Arena games (MOBA) are examined using two.popular games of this genre:
Defense of The Ancients (DOTA) and Heroes of Newerth (HON) (Nuangjumnonga &
Mitomo, 2012). In the research, it stated that there are multidimensional influences of
motivational factors those were relatively neglected in previous related studies
including research by Nuangjumnonga & Mitomo (2012) who have done the research
that sought for the correlation of character roles in games and leadership in everyday
life. Furthermore, the study also shows how both variables influenced each other by
using Multiplayer online battle arena (MOBA) game genre and three styles of
leadership' that divide players into three categories including carry, support, and
ganker. More than that, the research also applied Kurt Lewin’s leadership model in
which three major leadership styles are described. Firstly, Authoritarian leadership
style describes the person who has exclusive control over decision-making process
based on their own beliefs, rarely receiving suggestions or input from others
(Nuangjumnonga & Mitomo, 2012). Secondly, Democratic leadership style would
highly emphasizing participation within groups during the decision-making process.
Lastly, Laissez-faire leadership style is characterized as those who delegate tasks with
minimal supervision. Members under the direction of laissez-faire leaders feel a sense
of autonomy in terms of their working process and decision-making (Nuangjumnonga
& Mitomo, 2012). The researchers also conducted a survey regarding gameplay
behaviors and leadership behaviors distributed in Thailand to identify the game roles
which are taken by the game players and also to identify their leadership styles. The
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result of these correlations between relationship of game and leadership styles are
interestingly shown.

Some of researches mentioned about gaming environment which it had
tremendous impact on players, so they are motivated to engage them (Ryan, Rigby, &
Przybylski, 2006). There are many theories of motivation that have been applied to
games and motivate the players. Yee (2007) presented studies which focus on
Massively Multiplayer Online (MMO) games that involved players to interact in
virtual environment (in game) through online game characters. In his research, he
identified ' different factors analysis including overarching, non-exclusive, and
motives. These factors were derived from Bartle’s type theory.

Another theory had addressed which was called Self-determination. In its
early development, researcher focused on motivation based on the inherent
satisfactions which were derived from actions (Ryan & Deci, 2000a). Based on Self-
determination theory, intrinsic motivation was the core type of motivation underlying
play and sport (Frederick & Ryan, 1993, 1995; Ryan, Rigby, & Przybylski, 2006).
Additionally, it was a type of motivation related to computer game participation in
which people typically played these games because they were intrinsically satisfying
(Malone & Lepper, 1987; Ryan, Rigby, & Przybylski, 2006) or, as Bartle (2004)
stated that players were seeking “fun”.

There are many researches describe about personalize storytelling in
Massively Multiplayer Online Role Playing Games (MMORPGs) (Bartle, 2004;
Combs, 2004; Crawford, 2005; Eladhari & Lindley, 2004; Klug, 2002). Normally,
storytelling in MMORPGSs is tied up in both quest systems and also player to player
interactions. MMORPGs or the virtual worlds allow interaction of player not only to
technical, resource, format, media related of the game itself but also player to player
relation. In the result, it is very difficult to provide right kind of personal engagement
and emotionally meaningful storytelling to the right player (Tychsen, Tosca, &
Brolund, 2006). From the result, there are more opportunities to create variety of the
game form in opening up to a broader audience (Klug, 2002). As a result of the issue
of personalizing the MMORPG experience, relevance to investigate related game
forms for experiences or techniques is mentioned. Research give examples of Pen and

Paper Role Playing Games (PnP RPGs) game form (Mackay, 2001; Tychsen, Tosca,
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& Brolund, 2006). PnP RPGs game form shares an enormous number of features with
MMORPGs, such as the underlying rules systems and themes. In game forms of PnP
RPGs, it is possible to generate the exactly kind of personal experience that is
challenging by combining collaborative storytelling and imagining with rules in a
manner (Tychsen, Tosca, & Brolund, 2006). Furthermore, it is theoretically offers
player freedom, in-game consequence of player actions, free manipulation of time,
while at the same time generating personalized stories directly tied to the motivations
of the game players and their characters (Tychsen, Tosca, & Brolund, 2006). It is
explored how PnP RPGs applied personalization during PC generation and how these
techniques can be integrated into the design of online games using the technologies
currently implemented in MMORPGs. In the end, the improvement of storytelling
and better qualities of computer games become greater (Tychsen, Tosca, & Brolund,
2006). By personalizing gaming experience, MMORPG games allow objects and
NPCs off to recognize the characters (and possibly the players themselves) in new
ways and react correspondingly; as well as allowing the players to create unique
characters which allows player to receive more personal gaming experience than
currently the norm in MMORPGS (Tychsen, Tosca, & Brolund, 2006). The approach
suggested s simpler than systems utilizing e.g. advanced intelligent agents and
interactive storytelling systems, and the impact of implementing the player characters
models suggested is also much smaller consequence. - The strength of the approach is
that it is aimed at implementation in the technical and design of existing MMORPGs
(Tychsen, Tosca, & Brolund, 2006). From the research, researcher created basic
models for designing the character drawnfrom pen and paper RPGs. It is the purpose
to make the game world more personalize to the specific player character. Based on
the hypothesis the research, “a personalized gaming experience is better than an
impersonal one - that moving around in a virtual game world that responds to your
player characters is more satisfactory that getting no reaction from the environment
directly related to your character” (Tychsen, Tosca, & Brolund, 2006).

Additionally, Tychsen (2006) stated that some of the main motivations for
MMORPG players are creating from their background histories by customizing and
role playing their player characters. Integration of their player characters into the

storyline of the virtual world also features as a motivation. Furthermore, players also
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enjoy socializing and forming relationships through their characters. Base on
motivations indicated, character creation opportunities as well as exposure to game
content that allows players to take advantage of their characters are increased.
Finally, it is possible that customizing features or personalize character creation would
be significant while most of the current MMORPGs does not yet provided (Klug,
2002). With stated features, it would allowed MMORPG game developers to offer
more personalized experiences to player thus expanding the core market.

MMORPG addiction and negative use

MMORPGs consider as a digital entertainment lifestyle among young people
(Hsu, Wen, & Wu, 2009). Most of game player do not need anyone to force them to
participate; people voluntarily to use part of their leisure time to seek enjoyment from
the game (Rieber, 1996). Moreover, some player still cannot keep themselves from
spending an excessive amount of time playing MMORPGs compared to the time
playing game consoles (Hsu, Wen, & Wu, 2009; Ng & Wiemer-Hastings, 2005).

Much research has provided verification to reinforce the existence of
MMORPG overuse (Hsu, Wen, & Wu, 2009). A marketing survey demonstrates that
approximately 9% of game players overuse MMORPGs (ESA, 2005). According to
Hsu, Wen, & Wu (2009) approximately 45% of MMORPG users spend more than 20
hours on MMORPGs per week in United States (Ng & Wiemer-Hastings, 2005) and
more than 50% of young people play MMROPGs restlessly for 10 hours or more
(Yee, 2002). Similarly, some statistics show that there is the same trend of excessive
game users in Asia. To tllustrate, it is reported that 2.4% of young people in South
Korea are game players overuse (Faiola, 2006) as well as 6% of college students in
Taiwan considered themselves as being addicted by internet activities, including
online gaming (Chou & Hsiao, 2000). As a matter of face, overuse of MMORPG
becomes more significant concern which occurs in many countries around the word
nowadays. Therefore, many researchers start to use the term of “addition” to define
those MMORPG overuse (Chou & Ting, 2003; Yee, 2006). They believe that
MMORPG addiction will make the effects on people’s daily lives for both physical
and a psychological level same as the other kind of modern day addition such as
internet addiction. As a result of addiction, it creates the huge impact on addicts



16

which they always alienate themselves from the society as well as ignore the
interpersonal relationships with other people. At the same time, they also ignore their
academic performance and lose their sense of time (Chiu, Lee, & Huang, 2004;
Chuang, 2006; Rau, Peng, & Yang, 2006). Additionally, Griffiths (1998) also stated
that some heavily addicted game players request for the psychological intervention to
help them from this problem in order to bring them back to their normal life which
they can interact with other people in the society. More than that, it is reported that
some heavily addicted game players are very suffer from physical problems; for
example, insomnia (Yee, 2002), epileptic seizures (Chuang, 2006), and even sudden
death in some rare cases (Hsu, Wen, & Wu, 2009).

Because of the negative impacts of MMORPG addiction, it attracts many
research communities and government regulatory agencies to concern more about this
problem (Chiu et al., 2004; Chuang, 2006; Rau et al., 2006; Wan & Chiou, 2006).
However, there is no any solid method to prove the cause of this modern addiction.
Some researchers use pathological gambling as the criteria by comparing MMORPG
addicts with people who are gambling disordered. It seems that the indication of
iliness for the online game and. internet addiction are similar to those who love to play
gambling (Chou & Ting, 2003; Griffiths, 1998; Young, 1998).

Since the number of game addicts seems to be increasing more and more along
with the trend of internet addiction as the time pass by, and there are also many
negative impact of these modern addictions. Consequently, many researchers try to
stop and prevent this problem by establishing and applying many approaches.

The first possible approach is that‘the game server will force the users to stop
their game if they play over the time limited by the server. To illustrate, Chinese
government has developed a monitor system that count the number of hours of user’s
game play. With this anti-addiction system, it can provide some protection to those
game players. If they spend time playing game exceed a certain amount of game play,
their game characters will be lose power and experience points simultaneously. Thus,
in order to not lose any points in game, these players will have to play game only
within the time limit and they will be less addicted to the game automatically.
However, in reality, most of MMORPG users try to avoid that anti-addiction system



17

by creating more than one account and have multiple characters so that they could log
on the game with another character in order to continue to play.

The second approach is to identify risk and potential addiction to inform them
some warnings in advance or appropriate education regarding to the addiction. In
order to identify who are considered as potential addicts, the previous research on
MMORPG addiction stated that some personal attributes such as personality, gender,
age, skill, family structure, and playing habits of the game players are the significant
factors that should be considered. In other words, these factors are the important
determinants that reflect the characteristic of those game addicts. Therefore, it is
possible to use each person’s attributes to predict the risk of addiction (Chiu et al.,
2004; Lo et al., 2005). Although this approach might be effective to reduce number of
addicts, there is also a limitation because it is difficult to ask users to inform about
their overall lifestyle and provide their personal information regarding to the game
usage. Therefore, using this approach will have a limitation towards the practical use
of predicting the possibility of addiction and early preventing it.

Another approach that has been used to prevent the game addiction is to
change the design of users’ game playing experience. Mostly, game players perceive
the experience from their interaction with the game design and features of the game
including episodes, music, sound and light effects, and virtual scenes. Different level
of the game design features might make different people perceive the different gaming
experience. In other words, there is a correlation between the design features of the
game and the game players’ experience. Thus, by changing the characteristics of
MMORPG design features might be effective way to adjust the experience of the
game player. Game players can perceive experience in both positive ways such as
getting more fun and enjoyment, and in negative way such as sense of aggression. So,
it is possible for game developer to change the design of the game in order to make
control over game players which result to make game players less additive to the
game.

Importantly, it is stated that the approach of “user experience design” is
considered to be the approach that has been successfully applied in both action (Hsu,
Lee, & Wu, 2005) and strategy games (Hsu, Wen, & Wu, 2007). Choi and Kim
(2004) applied this approach to “explore the relationships between the MMORPG
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game players ‘experience and perceived fun by dividing the design factors of
MMORPGs into two interaction levels, personal and social” (Hsu, Wen, & Wu,
2009). Later, they found that by controlling these two design factors, they could
manipulate gaming experience of the game players (Hsu, Wen, & Wu, 2009). For
instance, the game player who gained positive experience will have more loyalty and
be addicted more to the game. Therefore, this approach allows more understanding to
us about the perspective of the game players. Nevertheless, it seems that personal and
social factors are too rough. “The factors can still be decomposed from the conceptual
level to the implementation level in order to provide specific suggestions for user
experience design in MMORPGs” (Hsu, Wen, & Wu, 2009).

In 2002, Yee has mentioned in his research about classifying the possible
causal factors of MMORPG addiction into motivational factors and attraction factors
(Yee, 2002). For motivational factors, these are the factors in our “real life that may
cause people to overuse the game”; for example, level of self-esteem, stress and other
real life problem (Hsu, Wen, & Wu, 2009). Importantly, these factors can be used to
identify the high risk addiction groups. To illustrate further, people who are very
stress with their real life might have higher risk of being addicted as they always
excess to the game in order to let go of their stress. Even though the motivational
factors can be used to identify the risk of the group, these factors still depend on
individuals. "It is difficult to develop the game that can be matched with every game
player’s needs and related to their personal real life problem.

On the other hand, Yee stated in his research that attraction factors which
include achievement, relationship and immersion, can make us more understand about
the addiction problem from the experience design perspective rather than motivational
factors.  Furthermore, he also studies about “the relationship between these
motivational factors and their subcomponents on users’ playing hours” (Yee, 2002).
In fact, we know that the reason why people are addicted to the online game is also
because of a psychological dependency. Thus, if we want to understand those
MMORPG users’ perspective more in depth, we cannot focus only on users’
behavioral dependency (e.g. playing hours), but we need to understand their

psychological symptoms also.
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In-game advertising

In fact, there are several advantages for advertisers to use online game as a tool
to apply one of the marketing technique which is an advertisement. Advertisers are
able to use this channel to provide some information in the specific environment
which traditional media is unable to transmit. Moreover, in-game advertising usually
uses lower cost and it “can catch the attention of a user for a longer period of time
than traditional commercials” (Ferrazzi et. all, 2003). Also, the information that is
collected by advertising agencies from this type of advertising can be easily record via
online. The data about the customers including their name, address, buying
preferences or the acquisition history will be recorded by using tracking and collecting
online system (Ferrazzi et. all, 2003). More than that, there is _another important
advantage of in-game advertising which is “packing of a message in an entertaining
environment”. When customers want to buy things via this type of advertisement,
they need to communicate with the sellers or producers which can increase the
connectivity between them and they can also give some opinion about the advertised
products (Ferrazzi et. all, 2003).

Most of the games make people get some feeling and emations while they are
playing the game. As a consequence, because of the emotions, this makes game
players attach to the game and concentrate with their screen. So, when the advertisers
send out some information throughout the game, the game players will easily receive
that information. Moreover, by sending message through the game channel, it is
possible for advertisers to measure how fast the game players response and also
analyze the impact of the information that has been sent.  In addition, as reported by
Abrudan (2009) that “in-game advertising has a high rate of acceptance”, there are
more than 70% of the game players feel that this online channel is desirable and

appropriate to use for promoting the products (Abrudan, 2009).

Educational massively multiple online role-playing game

As we all know, many children and teenagers spend lots of time playing
computer whether it is the applications of social network or playing online games.
However, in this research, the researcher will only focus on the people who love to
play games. Even though there is the problem of addiction which is considered as
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negative effects, there is also positive side of playing online game. As a matter of
fact, when you are playing games, you need to think how you can improve your
characters to be more powerful and better than other people in the game. Therefore,
this might be a reason that game players can learn something from playing games.

Indeed, as many researchers have discovered that “playing games” does not
always cause negative effects to game players; therefore, they start to study about the
advantages of playing game. Recently, “Game-based Learning or GBL” is an
interesting study that many researchers start to have more concerns. “There are many
studies that have been conducted on the design principles and models of GBL (Hou,
2011).”

For instance, Quinn (1994) proposed the research name “The design and
models of educational digital games™ in the year 1994, Amory and Seagram (2003)
proposed “The Game Object Model (GOM)”; and Kiili (2007) propose the study
called “Problem Based Gaming (PBG)”. Likewise, there are many researches that
have been published such as “study on the attitudes of the gamers and learners toward
games and discussions of the feasibility and effectiveness of digital games as a
teaching tool” (Hou, 2011).

Nowadays, game developers have created and developed many types of games
that people can enjoy playing them by choosing the one they like. However,
MMORPGs are considered as the particular types that popular among the students.
As a consequence, many researchers have studied about the educational potential of
MMORPGs in order.to explore the benefits of playing this type of game that students
can receive so that children are not only receive happiness, but also receive some
knowledge related to their education. As a result, it is found that most of the
MMORPG game “have stories and are highly interactive as they involve diverse
problem-solving quests, realistic scenarios, role-playing, and team-work mechanisms
that stimulate gamers’ internal motivation” (Dickey, 2007). Because of the features
mentioned above, MMORPGs can be considered as instructional strategies.

To illustrate, almost every MMORPGs game have the quests that allow the
game players to solve it, so players need to use problem-solving skill in order to
explore, contemplate and complete the quests (Johnson & Mayer, 2010; Kiili, 2007).

Because of this reason, game players which most of them are students can indirect
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develop their problem-solving skills by just participate in the gaming activities (Bahr
& Rieth, 1989; Inkpen, 1994). Actually, if the problem solving quests in the game
and educational content are combined together, this might make those students have
better motivation to work on a problem which can make them interested more in
learning and studying (Ke, 2008).

In fact, most of the MMORPG games’ environment are developed and created
to be similar to our real life environment; therefore, people can learn from the realistic
situation. Some researchers called this learning strategy as “Situated learning
approach”. For example, in real life, we have to communicate with other people
especially when we work as a group. Similarly, a game player needs to communicate
with other people in the game in order to complete the group quest that is required by
the game. Another example is that when one player wants to trade items with other
players in the game, they need to negotiate and make an agreement such as how much
of the deal. With this example, it seems that what happen in the game is “realistic
situations” that people always face in their real life. Furthermore, Hou (2011) stated
in the research that the results of situated learning between the online learning
activities that involve role-playing and without role-play are different. The results
show that online learning activities that involve role playing give a better result in
situated learning.

To sum up, “MMORPGs not only provide realistic situations, but also provide
gamers with role-playing and group quest opportunities; as a consequence, these allow
game players to incorporate collaborative learning, role-playing and situated learning
strategies” (Hou, 2011). Also, with “the educational quests provided by the
MMORPGs can make many game players learn and have the potential to improve
their learning strategies which they can adapt to their real life. On the contrary, it is
stated that “most of the available educational games only focus on combining learning
content with gaming and rarely incorporate instructional strategies” (Gunter, Kenny,

& Vick, 2008).

2.4 Player type theory
One of the major concerns about MMORPGs study is to identify the
motivations of game players to engage in gaming environments. Bartle’s (1996)
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player taxonomy was among the first studies to describe player motivations in virtual
worlds. This player type theory was stated by Bartle that there were four main reasons
why people continue playing Multi-User Dungeon (MUDs: ancestors of MMORPGS)
which were to achieve in the game, impose others, explore through the game, and
socialize with other players. This theory first started off with taxonomy of game
players of MUDs or Multi-User Dungeon which were the multiplayer online game
that allowed many players to join at the same time. According to Bartle’s player type
theory, there are four things that people typically enjoy personally as depicted in
figure 2.1 below about MUDs are:

2.4.1 Achievement within the game context

“Achievers” is a type of players who always set goals or mission by
themselves and try to achieve them. In MMORPG game, they are the ones that try to
gain points and reach next levels as their main goal. They will explore only to seek
for new items or treasures. On the other hand, they will start socializing when they
want to know about how to improve their points in the game and gain more
knowledge to apply to be the better players in the game. Likewise, they will go out to
kill others only to eliminate rivals or get rid of people who get.in the way or gain some
points which awarded from killing other players. This group of player is focusing on
master the game. They analyze which ways they will accomplish the game and
achieve them base on their actions. They focus on acting (role play in the game,
mission and goal) and world (game environment that made them accomplishing

something in the game).

2.4.2 Exploration of the game

“Explorers” is a type of players who tries to know as much as possible about
the virtual world in terms of mapping. They usually go in the wild and out-of the way
places. At the same time, they try to seek new interesting places and features in the
game. In order to allow them to access to other new places, these Explorer type of
players, like Achiever type, will start playing to gain more scores in order for them to
reach their such new world. They would only socializing when they want to seek for
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new ideas. This group of players focus on interacting with the world and always

proud of knowing about the games more than other players do.

2.4.3 Socialization with others

“Socializers” is another type of players that uses the role-playing game to
interact with other players. They are interested in people over than context of the
game itself. These players will play to gain scoring points once they are allowed to be
able to gain access to some communication which are available only for the one who
meet the target. Furthermore, they will start exploring behavior when they only want
to know what others are talking about. However, they can act as Killer only when

they want to revenge someone who has cause pain to their friends.

2.4.4 Imposition upon others

“Killers” is the last type of players who aims to use the tools provided by the
game to offend other players. They usually find weapons and apply them to other
players in the game. As the matter of fact, they will try to explore to new places in
order to get new tools or weapons to use to kill other group of players, while they also
want to socialize with other players in the group. Significantly, they always feel proud
of their reputation and fighting skills.

Acting

Killers Achievers

Players » World

Socializers Explorers

v
Interacting

Figure 2.2 Player type theory graph

Source: The Journal of Virtual Environments, 1996

2.5 Whole brain thinking model
Since the past, there are large numbers of researches that have tried to identify
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thinking styles of people. Within this research, researcher has applied Herrmann Brain
Dominance Instrument (HBDI) to identify different thinking styles. By combining
Triune Brain theory with Left Brain/Right Brain theory, Whole brain thinking
preference model is developed. The model was developed in the year of 1996 which
was based on the belief that parts of the human’s brain (left and right hemisphere,
cerebral and limbic brain) form a grid that were divided into quadrants resulting in
different brain dominance of each person (Orcik, VVrgovic, & Tekic, 2013).

2.5.1 Triune Brain theory

Triune Brain theory was invented by Paul McLean in 1968. The theory itself
separates human brain into three layers which work differently for each part (McLean,
1990). It consists of the reptilian brain (core brain), the limbic system (mid layer), and
the cerebral system (outer layer) which McLean (1990) described as follows:

The Reptilian brain functions to control every basic function of our living. It
maintains patterns and habits of human body while also controls primitive behavior,
sensation, and survival. Environment does minimal effects to this part of brain.

The Limbic system is considered to be primary centers of emotion thinking,
form and sequence which plays a key role in memory transformation and retrieval
(Andrew, 2001). McLean acknowledges that the senses we feel about the rationality
of our thoughts has its roots in this system of emotional intelligence (MacLean, 1990).

The Cerebral system (Neocortex) is a part that does all planning, analysis,
synthesis, reasoning thinking, problem solving and decision-making. It is considered
to be the most complex part. It not only provides logical and formal operational
thinking possible and allows us to plan for the future but it is also kept all gained

knowledge and allows us to reuse that knowledge in the future.

2.5.2 Left Brain/Right Brain theory

Theory of Left Brain/Right Brain was discovered in 1970 by Roger Sperry.
The experiments revealed that the left and right hemispheres of the brain were actually
functioning independently from each other. Right side of the brain functions to

recognize faces, express emotions, have musical ability, be intuitive, creative, humor
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and metaphor. However, left side of the brain is able to function as analytical,

language, logic, critical thinking, numbers, time sequencing and reasoning.

2.5.3 Whole Brain thinking preference model

Whole Brain Thinking is the ability for individuals to act outside of their own
preferred Thinking Preference (Brian, 2011). Each individual has their own
dominance thinking preference; therefore, tools to measure are needed. Ned
Herrmann clustered human brain into four different parts by combining between the
theory of Triune Brain (McLean, 1990) and Left Brain and Right Brain theory (Roger,
1985; Springer and Deutch, 1985). Ned Hermann developed the Whole brain model
that can be used to measure each person and categorize them into one of the four
quadrants by using Herrmann Brain Dominance Instrument as a tool. The result
shows degree of dominance of a person in four thinking structures of human brain.

The Whole Brain model divided human brain into a grid that contains four
equal quadrants, and labeled by using first four letters of alphabet to indicate A as an
upper left quadrant, B as a lower left quadrant, C as a lower right quadrant, and D as
an upper right quadrant. The letters A and D represent the cerebral system, and the
letters B and C represent the limbic system (Herrmann, 1996; Brian, 2011) as shown

in the figure below and described later on.

Cerebral Mode

Holistie
Intuitive
Integrating

Synthesising

Left Mode Right Mode

B

Limbic Mode

Figure 2.3 Whole Brain Model
Source: Herrmann, W.E., 1996
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Quadrant A

This quadrant refers to “Analyzer” who deals with logical, analytical, fact
based, and quantitative. Analyzer tends to think logically, analyze facts and process
numbers. Persons who rely in this quadrant will perform logic thinking to do problem
solving and have realistic thinking (Rittippant, Ruyaporn, Hongpaisanvivat,
Limrahaphan, & Kasemweerakul, 2013).

Quadrant B

This quadrant refers to “Organizer” who deals with organization, sequential
thinking, planning and detail. Organizer tends to make everything goes smoothly and
perfectly based on their plans. Persons who rely in this quadrant also like to get things
done on time. They are detail oriented, do not use emotion to make a decision, tend to
avoid risks and do everything conservatively (Rittippant, Ruyaporn, Hongpaisanvivat,
Limrahaphan, & Kasemweerakul, 2013).

Quadrant C

This quadrant refers to “Personalizer” who deals with kinesthetic, emotional,
feelings based and interpersonal skills. Personalizer tends to be people-oriented and
tender. Persons who rely in this quadrant always care others’ feeling and look to other
people’s values. They will be a friendly, trusting and empathetic person (Rittippant,
Ruyaporn, Hongpaisanvivat, Limrahaphan, & Kasemweerakul, 2013).

Quadrant D

This quadrant refers to “Visualizer” who deals with intuitive thinking,
integration, synthesizing, and a holistic approach. Visualizer tends to be able to see
the big picture and try to solve problem based on their instinct. Persons who rely in
this quadrant are visionary and imaginative. They like changing, challenging and risk
taking while dislikes any forms of rules and regulations (Rittippant, Ruyaporn,
Hongpaisanvivat, Limrahaphan, & Kasemweerakul, 2013).

Even though each of human being has different brain dominance, most people
tend to have at least one dominant or preferred quadrant based on whole brain model.
There are no better or worse among each of dominance quadrants. Eventually,
dominance quadrants will express Thinking Preference in that person. These will lead
to different game playing style in MMROPG genre.
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2.5.4 Herrmann Brain Dominance Instrument (HBDI)

Herrmann Brain Dominance Instrument (HBDI) is a tool to measure the
degree of preference between each of the four individual thinking structures
(quadrants) and each of the four-paired structures (modes). HBDI is the only
assessment based on the metaphor of how our brain actually works. It is only used to
determine thinking styles and preference rather than the psychology of personality or
behavior. The Whole Brain model divided human brain into four equal quadrants, and
labeled by using first four letters of alphabet including A as an upper left quadrant, B
as a lower left quadrant, C as a lower right quadrant, and D as an upper right quadrant.
The letters A and D represent the cerebral system, and the letters B and C represent
the limbic system (Herrmann, 1995; Brian, 2011).

Summary

Actually, there has been relatively little research conducted on the specific
connections between personality and in-game behavior. As researcher has mentioned
above about “Big Five or Five Factor Model of personality”, which consists of the
traits of Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Openness
to Experience (John, Naumann, & Soto, 2008) and HEXACO model of personality
which is similar to the Five Factor Model of personality (Ashton & Lee, 2007), both
of them are only focus on how human’s personality relates to in-game behavior.
Nevertheless, researcher has focused on the relationship between thinking preferences
of the game players and their behavior in the game. As a result, the conceptual

framework as shown in Chapter 1 is created.



CHAPTER 3
RESEARCH METHODOLOGY

This chapter provides details of the action research design by using a
quantitative analysis consistent with statement of the research specified in chapter 1.
Therefore, this part includes

3.1 Research method

3.2 Data sources

3.3 Population and sample size

3.4 Data Collecting Procedure

3.5 Data analysis and statistic tools

3.6 Questionnaire

3.1 Research method
This research is designed to be correlational research since researcher wants to

find the relationship between two variables.

3.2 Data sources
The ‘main data sources are from primary data in forms of quantitative data

which is gathered by using questionnaire.

3.3 Population and Sample Size

Respondents who are chosen to be the sample group of this research are 419
Thai teenager game players who have played more than 1 MMORPG game genre and
ages between 15 — 24 years old. According to annual report from Asiasoft
Corporation public Company limited (2013), they are offered 57 online games in total
and registered game IDs are 135 million. In fact, among these online games offer by
Asiasoft Corporation, Thai Ragnarok online game is considered to be the most
successful MMORPG game in Thailand as the registered IDs has reached about 1
million. However, because of this research target respondents are specific in age and

the number of MMORPG game played, the number of research population cannot be
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count exactly; therefore, researcher applies W.G. Cochran theory to calculate size of
sample group.

The size of sample group in this study is calculated by using W.G. Cochran
(1953) equation as follows:

n = P(1-P)(Z)*
e2

Remark;

n = sample size

P = the estimated proportion of an attribute that is present in the population

Z? = the abscissa of the normal curve that cuts off an area o at the tails

e = significant level (0.05)
From equation, the sample size can be calculated as follows;

n = 0.5(1-0.5)(1.96)°
0.05°
0.5(0.5)(3.8416)
0.025
0.9604
0.025
384.16 or 384 respondents

The calculated sample size of respondents are equal to 384 respondents which
is sufficient but expected number of samples in this research will be about 400
respondents. Data collection is conducted by using a technique of simple random

sampling through online channel.

3.4 Data Collecting Procedure

Researcher collects quantitative data by using structured survey with a set of
fourteen questions. Questionnaire is one of the most commonly used as a data
collection tool in research because it is time-saving tool to collect large amount of data
within the time limitation of research (Sukchitt, 2011). The procedures for collecting

data are as follows:
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Collecting information

Researcher collects information from various sources such as journals,
articles, conference paper, organizations annual reports, and internet.
Conducting questionnaires

Researcher conducts questionnaire by using internet such as Facebook, dek-
d.com, or online game forums as tools to collect data of:

Part 1: Sampling filter

Part 2: Demographic information

Part 3: Game players’ thinking preference

Part 4: MMORPG Game players’ style
Content Validity

Index of Item-Objective Congruence (I0C). is applied in the questionnaire by
three experts in this field -which shown in Appendix C. Researcher applies
improvement to the questionnaire based on their recommendations.
Reliability

Reliability analysis is applied by launching pilot test with a random sampling
of 30 MMORPG game players. By using Cronbach’s Alpha method, the Alpha

Coefficients result shows as followed:

Table 3.1 Number of pilot test (Case Processing Summary)

N Percent
Valid 30 100.0
Excluded 0 0.0
Total 30 100.0

Table 3.1 shows the total number of pilot test which shows that there are 30

respondents were participated.

Table 3.2 Cronbach’s Alpha (Reliability Statistics)

Cronbach’s Alpha Cronbach’s Alpha Based N of Items
on Standardized Items
0.744 0.747 5.0

From Table 3.2, the alpha coefficient for the five items from last part of
questionnaire (Game player’s style) is .744, suggesting that the items have relatively

high internal consistency.
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Table 3.3 Inter-Item Correlation Matrix (Inter-ltem Correlation Matrix)

Question 1 Question 2 Question 3  Question4  Question 5

Question 1 1 0.588 0.433 0.127 0.416
Question 2 0.588 1 0.447 0.175 0.191
Question 3 0.433 0.447 1 0.469 0.391
Question 4 0.127 0.175 0.469 1 0.478
Question 5 0.416 0.191 0.391 0.478 1

Table 3.3 indicates the correlation between each question in last part of

questionnaire (Game player’s style).

Table 3.4 Cronbach’s Alpha if Item Deleted (ltem-Total Statistics)

Scale Mean Scale Corrected Squared Cronba
if Item Variance if Item-Total Multiple ch’s

Deleted Item Correlation  Correlation Alpha if
Deleted Item

Deleted
Question 1 10.77 10.875 0.532 0.479 0.693
Question 2 11.03 11.137 0.457 0.408 0.717
Question 3 11.53 9.637 0.615 0.402 0.657
Question 4 11.43 10.599 0.439 0.361 0.726
Question 5 11.37 9.757 0.513 0.376 0.699

Table 3.4 indicates the Cronbach’s Alpha for each question in last part of
questionnaire (Game player’s style). Question number 3 is the most reliable and
should not be deleted.

3.5 Quantitative Data Analysis

Researcher analyzes data variables using SPSS program to compute results.
The outputs of the program presents in chapter four (Research Analysis and Results)
and results of respondents are calculated with the following steps:
Descriptive statistics

Researcher uses descriptive statistic to describe the demographic variables
as gender, age, education level, income level, game MMORPG played and favorite
game genre by mean, frequency distribution and percentage.
Inferential statistics

Since researcher designs questionnaire in part 3 and 4 to be nominal variables
therefore, inferential statistics with Chi-Square test are applied to test hypothesis and

answer research question whether is there any evidence of relationship between whole
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brain thinking model and player type theory or not. Strength of relation between

variables are be measured using Lambda or directional measure.

3.6 Questionnaire

Since the respondents of this research are Thai teenager MMORPG game
players and conduct in Thailand; therefore, the questionnaire is developed under both
English and Thai language for respondents to clearly understand the meaning of each
question. The questionnaire is designed and divided into three main parts as follows:
Sampling filter

For the first part of questionnaire, respondents are asked to answer these
questions first. First question, respondents are asked that how many MMORPG
games they have played. Respondents who have never played MMORPG games or
play only one game before would be screened out and not able to answer the rest of
the questionnaire. The reason is that researcher would like to focus on game players
only. Respondents who have played many MMORPG would likely know their style
better than never or played on 1 MMORPG game. ~Second question is asked about
how often respondent usually play MMORPG game to know more about respondent’s
game playing frequency. Last question in this part asked about favorite game genre in
order to use the information for further analysis.
Demographic

For the second part of questionnaire, respondents’ background including
gender, age, studying and working status, income level, and education level would be
surveyed. This part consists of 5 questions as below:
Game player’s thinking preference

For the third part of questionnaire, respondents would have to choose five
marks that represent their skills in order to categorize them into one of the four
thinking preference by using condensed HBDI. There are five choices of each
thinking structure (quadrant). The most frequent thinking structure that each
respondent chosen would be determined the respondents’ thinking preference.

If a respondent chooses Analytic, Technical, Problem-solving, Logical,
Mathematical; he/she is categorized into quadrant A.
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If a respondent chooses Planning, Organize, Detailed, Dominant, Reliable;
he/she is categorized into quadrant B.

If a respondent chooses Extrovert, Empathetic, Communicator, Teamwork,
Emotional; he/she is categorized into quadrant C.

If a respondent chooses Holistic, Synthesizers, Creative, Innovating,
Integration; he/she is categorized into quadrant D.
Game player’s style

For the last part of questionnaire, respondents have to answer 5 questions in
order to score and be categorized into one of the four player styles by using condensed
Gamer DNA. There are four choices of each question and each choice represents one

type of player style.

Summary

In summary, the research design and research methodology with player styles
and their thinking preferences are key contributors for the success of this research. At
the end, the quantitative data from the questionnaire is analyzed to determine the

research findings of this research which will be found in the next chapter.



CHAPTER 4
RESEARCH FINDINGS

The previous chapter explained methods of findings for this study. In this
chapter, results from descriptive and inferential analyzed of respondents toward
hypothesis test result are provided. Total respondents are 623 in period of two
months. As researcher specified to focus only study group at age 15-24 years old;
therefore, total of 454 MMORPG game players who play more than 1 MMORPG
game and responded to the questionnaire are selected. Additionally, researcher
screened out invalid questionnaires that are caused by invalidaied some invalid cases
from part 111 of questionnaire. At the end, there are 419 validated questionnaires. This
chapter divides into topics as follow:

4.1 Personal data of respondents

4.2 Whole brain thinking of Respondents

4.3 Player type of Respondents

4.4 \Whole brain thinking with player type

4.5 ‘Analyzers towards player styles

4.6 Organizers towards player styles

4.7 Personalizers towards player styles

4.8 Visualizers towards player styles

4.1 Personal Data of Respondents
Personal data of the respondents obtained from questionnaires are analyzed

and presented in the following findings.

Table 4.1 Sampling filter of correspondents follow by numbers of MMORPG played

Numbers of MMORPG played Frequency Percent
2-3 games 153 36.5
4-5 games 35 8.4
More than 5 games 231 55.1

Total 419 100.0
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Table 4.1 shows the analysis of game played by group of the respondents. The
survey shows that 55.1 percent (n=231) have played more than 5 MMORPG games
which is the majority group of respondents and followed by 36.5 percent (n=153)
have played 2-3 MMORPG games. This finding pointed out that the respondents are
ones who have experienced with many MMORPG games before which lead to better

understanding with their own game player style’s responses.

Table 4.2 Sampling filter of correspondents follow by Frequency of playing

MMORPG
Frequency of playing MMORPG Frequency Percent
Less than 4 times per month 69 16.5
1 time per week 21 5.0
2-3 times per week 63 15.0
More than 3 times per week 266 63.5
Total 419 100.0

Table 4.2 shows the analysis of frequency of MMORPG game played of
group of the respondents. The survey shows that 63.5 percent (n=266) play more than
3 times per week which is the majority group of respondents. This finding also
pointed out that the respondents are ones who have played MMORPG games often

which also lead to better understanding with their own game player style’s responses.

Table 4.3 Sampling filter of correspondents follow by Favorite game genre

Game genre Frequency Percent
MMOPRG 154 36.8
MOBA 188 44.9
FPS 49 11.7
Casual 14 3.3
Web 7 1.7
Other 7 1.7
Total 419 100.0

Table 4.3 shows the analysis of favorite game genre of group of the
respondents. The survey shows that 36.8 percent (n=154) consider MMORPG as their
favorite game genre, 44.9 percent (n=188) consider MOBA as their favorite game

genre.
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Table 4.4 Demographic characteristic of correspondents follow by Gender

Gender Frequency Percent
Male 335 80.0
Female 84 20.0
Total 419 100.0

Table 4.4 is the analysis of gender group of the valid respondents. In the
above table, it is found that major group of respondents who are at age between 15-24
years old at 80.0 percent (n=335) are male and followed by 20.0 percent (n=84) are

female.

Table 4.5 Demographic characteristic of correspondents follow by Age

Age Frequency. Percent
15-24 years 419 73.1
More than 25 years 154 26.9
Total 573 100.0

Table 4.5 is the analysis of age group of the respondents. In the above table,
the survey shows that the total numbers of focus group of this research are 454
respondents. In-addition, there are some respondents who Kindly responded the survey

and ages more than 25 years old at 27.1 percent.

Table 4.6 Demographic characteristic of correspondents follow by Status

Status Frequency Percent
Studying 196 46.8
Working 147 35.1
Studying and working 63 15.0
Neither both 13 3.1
Total 419 100.0

Table 4.6 is the analysis of status group of the valid respondents. In the above
table, it is found that 46.8 percent (n=196) is currently studying and 35.1 percent

(n=147) is currently working.

Table 4.7 Demographic characteristic of correspondents follow by Income

Income Frequency Percent
Less than 10,000 Baht 14 3.3
10,001 — 20,000 Baht 56 134

20,001 - 30,000 Baht 91 21.7
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Table 4.7 Demographic characteristic of correspondents follow by Income (Cont.)

Income Frequency Percent
30,001 - 40,000 Baht 35 8.4
More than 40,000 Baht 14 3.3
Missing 209 49.9
Total 419 100.0

Table 4.7 is the analysis of income group of the valid respondents. In the
above table, it is found that 49.9 percent (n=209) of respondents does not willing to

provide their sensitive information.

Table 4.8 Demographic characteristic of correspondents follow by Education

Education Frequency Percent
Under Graduate 84 20.0
Bachelor 294 70.2
Graduate 41 9.8
Total 419 100.0

Table 4.8 is the analysis of highest education group of the valid respondents.
In the above table, it is found that 70.2 percent (n=294) of respondent hold Bachelor

degree as their highest education.

4.2 Whole brain thinking of Respondents
Thinking preference of the respondents obtained from questionnaires are

analyzed and presented in the following findings.

Table 4.9 Thinking preference of correspondents follow by Whole Brain Thinking
Model

Thinking preference Frequency Percent
Quadrant A 210 50.1
Quadrant B 77 18.4
Quadrant C 62 14.8
Quadrant D 70 16.7
Total 419 100.0

Table 4.9 is the analysis of frequency of Whole brain thinking preference of
group of the respondents. Respondents are categorized by their Thinking Preference

into 4 different brain dominance groups which are Analyzer, Organizer, Personalizer,
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and Visualizer from total responses. The above table shows the number and ratio of
each group. Quadrant A, B, C, D represents Analyzer, Organizer, Personalizer, and
Visualizer, respectively. Quadrant A consists of 210 respondents accounting for 50.1
percent. Quadrant B consists of 77 respondents accounting for 18.4 percent. Quadrant
C consists of 62 respondents accounting for 14.8 percent. Quadrant D consists of 70

respondents accounting for 16.7 percent.
4.3 Player type of Respondents
Game playing style of the respondents obtained from questionnaires are

analyzed and presented in the following findings.

Table 4.10 Game playing style of correspondents follow by Player Type Theory

Player type Frequency Percent
Achievers 7 17
Killers 111 24.4
Socializers 49 10.8
Explorers 182 40.1
Total 419 100.0

Table 4.10 is the analysis of frequency of play style of group of the
respondents. Respondents are categorized by their play style into 4 player types
which are Achiever, Killer, Socializer, and Explorer from total responses. The above
table shows the number and ratio of each group. Achiever consists of 77 respondents
accounting for 17.0 percent. Killer consists of 111 respondents accounting for 24.4
percent. Socializer consists of 49 respondents accounting for 10.8 percent. Explorer
consists of 182 respondents accounting for 40.1 percent as the highest group. Lastly,
missing answers show that respondents responded this question incomplete or not

consistence with number of 35 respondents accounting for 7.7 percent.

4.4 Whole brain thinking with player type

Whole brain thinking preference and game playing style of the respondents
obtained from questionnaires are analyzed and presented in the following findings.
Researcher applied crosstabs function between both model and theory in order to

analyze data and see percentage of each type of each respondent.
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Table 4.11 Analysis of whole brain thinking with player type by frequency

Achievers Killers Socializers Explorers Total

Quadrant A Count 21 63 35 91 210

% within 10.00% 30.00% 16.70% 43.30% 100.00%

Whole Brain

% within 27.30% 56.80% 71.40% 50.00% 50.10%

Player type

% of Total 5.00% 15.00% 8.40% 21.70% 50.10%
Quadrant B Count 28 28 7 14 77

% within 36.40% 36.40% 9.10% 18.20% 100.00%

Whole Brain

% within 36.40% 25.20% 14.30% 7.70% 18.40%

Player type

% of Total 6.70% 6.70% 1.70% 3.30% 18.40%
Quadrant C Count 21 6 7 28 62

% within 33.90% 9.70% 11.30% 45.20% 100.00%

Whole Brain

% within 27.30% 5.40% 14.30% 15.40% 14.80%

Player type

% of Total 5.00% 1.40% 1.70% 6.70% 14.80%
Quadrant D Count 7 14 0 49 70

% within 10.00% 20.00% 0.00% 70.00% 100.00%

Whole Brain

% within 9.10% 12.60% 0.00% 26.90% 16.70%

Player type

% of Total 1.70% 3.30% 0.00% 11.70% 16.70%
Total Count 77 111 49 182 419

.

AWIhin - &g a0 26B0%  11.70% 4340%  100.00%

Whole Brain

-

0TI 100.00% < 100.00%  100:00% 100.00%  100.00%

Player type

% of Total 18.40% 26.50% 11.70% 43.40% 100.00%

Wholebrain * Player type
Crosstabulation
100

01
80 =3
60 49
40 33 2828 28
21 4 2 14
20 I I I 7 I 67 7
0 [ | || [ |

Quadrant A Quadrant B Quadrant C Quadrant D

Count

® Achievers = Killers ®™Socializers ®Explorers

Figure 4.1 Analysis of whole brain thinking with player type by frequency
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Table 4.11 and figure 4.1 in graphical representation are the analysis of
frequency of Whole brain thinking preference with player type of group of the
respondents. Respondents are categorized by their Thinking Preference into 4
different brain dominance groups which are Analyzer, Organizer, Personalizer, and
Visualizer from total responses and also categorized by their play style into 4 player
types which are Achiever, Killer, Socializer, and Explorer. The above table shows
the number and ratio of each group. Quadrant A, B, C, D represents Analyzer,
Organizer, Personalizer, and Visualizer with player type respectively. In Figure 4.1,
it is highlighted that Quadrant A with predominantly as Analyzer is most of Thai
teenager game player in this research. Most of 43.3 percent in this group indicated to
associate with Explorer player style and followed by 30 percent with Killer player
style. Additionally, the respondents in this group has mixed of all player styles at 5.0
percent, 15.0 percent, 8.4 percent, and 21.7 percent as Achievers, Killers, Socializers,
and Explorers, respectively. Otherwise, in Quadrant D group, the key highlighted
Visualizer of thinking preference is associated with Explorer player style consists of
49 respondents accounting for 70.0 percent in its own group. But, the respondents in
this group are predominantly 11.7 percent in _entire population of the survey as

Explorer player style.

Table 4.12 Chi-Square test of whole brain thinking with player type

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 79.686 () 9 0.000
Likelihood Ratio 88.183 9 0.000
Linear-by-Linear Association 1.535 1 0.215

*Significant at or below 0.05 level

Table 4.12 with Pearson Chi-Square, it clearly shows that there is very strong
evidence of relationship between whole brain thinking model’s quadrant and player

type theory’s player style (Chi-square = 79.686, df = 9, p<.050).

Table 4.13 Lambda or directional measure of whole brain thinking with player type

Value  Asymp.Std. Approx. Approx.

Error(a) T(b) Sig.
Nominal Lambda Symmetric 0.047 0.027 1.738 0.082
by Whole brain thinking 0.033 0.033 1.001 0.317

Nominal preference Dependent
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Table 4.13 Lambda or directional measure of whole brain thinking with player type

(Cont.)
Value  Asymp.Std. Approx. Approx.
Error(a) T(b) Sig.
Player type Dependent ~ 0.059 0.027 2.172 0.03
Goodman Whole brain thinking 0.065 0.014 .000(c)
and Kruskal preference Dependent
tau Player type Dependent 0.07 0.014 .000(c)

a. Not assuming the null hypothesis.
b. Using the asymptotic standard error assuming the null hypothesis.

c. Based on chi-square approximation

Table 4.13 shows the strength of a relationship between Whole Brain thinking
model’s variables and Player type theory’s variables. As Player type theory is a
dependent variable, there is a significantly (Approx. Sig. = .030 which is less than
.050) moderate relationship (Value =.0.59) based on interpretive guide for measures
of association (0.0 = no relationship, 0.0 to £0.2 = very weak, 0.2 to 0.4 = weak,
+0.4 to £0.6 = moderate, £0.6 to +0.8 = strong, +0.8 to £1.0 = very strong, £1.0 =
perfect relationship.

4.5 Analyzers towards player styles

Quadrant A Brain Dominance will act as an Achievers, Killers, Socializers,
Explorer in MMORPG game respectively. In addition, from table 4.8 and 4.9, there is
an association between Quadrant A Brain Dominance and game player style of game
players. From table 4.4.1 shows that the most frequent play style is an Explorer type
at 21.7 percent and followed by Analyzer type at 5.0 percent which is quite small,
Killer type at 15.0 percent, and Socializer type at 8.4 percent. As it is the predominant
group among the whole population, it is key type of Thai teenager MMORPG game
player of thinking preference segment who game developers must concentrate as a
target group.
4.6 Organizers towards player styles

Quadrant B Brain Dominance will act as an Achievers, Killers, Socializers,
Explorer in MMORPG game respectively. In addition, from table 4.8 and 4.9, there is
an association between Quadrant B Brain Dominance and game player style of game

players. From table 4.7 shows that the most frequent play style is divided into an
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Achievers and Killer at 6.7 percent each. It is quite small population of game players

and not compelling to focus on them.

4.7 Personalizers towards player styles

Quadrant C Brain Dominance will act as an Achievers, Killers, Socializers,
Explorer in MMORPG game respectively. In addition, from table 4.8 and 4.9, there is
an association between Quadrant C Brain Dominance and game player’s style of game
player. From table 4.7 shows that the most frequent play style is an Explorer type and
followed with Achiever type with also small population of Thai teenager game players

in this research. They are also not compelling to focus.

4.8 Visualizers towards player styles

Quadrant D Brain Dominance will act as Achievers, Killers, and Explorer in
MMORPG game respectively. But, there is no proven in this study that Visualizers’
thinking type of person would act as Socializer player style. In addition, from table 4.8
and 4.9, there is an association between Quadrant D Brain Dominance and game
player’s style of game player. From table 4.7 shows that the most frequent play style
is an Explorer player type. With 11.7 percent of the population, it is indicated that
game developers should look into this segment with game design for Exploring style

of game.

Summary

In conclusion, the detail findings i1s interestingly found that the statistical
significantly variables of the theories are correlated. Most of game players are
Explorer player style. All Quadrants of Thinking preferences are correlated with game
players’ style except Visualizer who will not be associated with Socializer player style

variable. In Chapter 5, summary and research recommendation will be included.



CHAPTER 5
SUMMARY, CONCLUSION & RECOMMENDATION

The overriding purpose of this study is to determine the relationship between
Whole Brain thinking model and Player type theory toward Thai MMORPG game
players. The research is conducted with the objectives to identify and categorize
player type of game players, thinking preference of Thai teenager MMORPG game
players and investigating the relationship between MMORPG game player
personalities based on player type theory and game players’ thinking preferences in
order to increase sales and opportunities to improve in-game development. The
correlational research applied quantitative approaches in this study. This chapter is
divided into topics as follow:

5.1 Summary and discussion

5.2 Conclusion

5.3 Limitations of the Study

5.4 Recommendations of the Study

5.1 Summary and discussion

In two months period of collecting data, 623 respondents kindly helped
answering the questionnaires via online channel.. However, those 169 respondents
ages more than 25 years old are not ones that researcher focused. Therefore,
researcher would kindly appreciate to them here. The research population are 419
valid respondents as the study group out of 454 respondents at ages between 15-24
years old players who have played at least more than 1 MMORPG game.

This section reports the results from this study. The study has one main
hypothesis. This is relevant hypothesis that directly related to the topic of the study.
The findings discovered that there is a very strong relationship between whole brain
thinking model and player type theory (Chi-square = 79.686, df = 9, p<.050) with only
Game player who is a Visualizer does not show the evidence of association as act as a

Socializer in MMORPG game. However, the overall result, with Player type theory is
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a dependent variable, there is a significantly (Approx. Sig. = .030) moderate

relationship (Value = .0.59) with variables of Whole Brain Thinking preferences.

| Explorer: 21.7%

| Killer: 15.0% Cerebral Mode

D | Explorer: 16.7%

| Socializer: 8.4%

| Achiever: 5.0% Holistic

Intuitive
Integrating

Synthesising

Left Mode Right Mode

| Killer: 6.7% C | Explorer: 6.7%
| Achiever: 6.7% Achiever: 5.0%

Limbic Mode

#Numbers represent Percentage from total sampling

Figure 5.1 The relationship between Whole Brain model and Player type theory

In Figure 5.1 above, it depicts of the overall finding of the relationship
between Whole Brain-model and Player type theory. It is evidently that Analyzer
thinking preference style of personality of the study is more compelling segment of
Thai teenager game players to be focused by game developers. They are most
essential group for game developers to continue to design and sell more personalized
MMORPG games with any kind of player style of games to suit them. Additionally, it
is future opportunities to cross sell other products or services that fit to this type of
person who is more logical thinking like engineers, IT and computer science
specialists, etc.

On the other hand, other segments of thinking preference groups of
Personalizer and Visualizer who are more emotional and holistic thinking like sales,
communication specialists, customer relation specialists, etc. should be offered game
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type with new variety of features of adventures to new world. Moreover, the
Organizer’s preference type of persons who are more sequential and detail like
planner, event organizer, etc., should be offered game type with an interesting role

play and features of players versus players.

5.2 Conclusion

In conclusion, this research has met the research objectives. It is confirmed to
discover the relationship between MMORPG game player personalities based on
player type theory and game players’ thinking preferences. This research would be
beneficial to game development with their focus of design in specific segment of
preferences and game player types which would serve personalization trend of gaming
industry. = In addition, this study can be further researches as recommendation

otherwise.

5.3 Limitations of the Study

This section describes about several limitations of this study. Firstly, the
sample is focused just on Thai teenager MMORPG game player in Bangkok,
Thailand. Therefore, this thesis should only be used to apply in this culture only.
Secondly, time for conducting research is limited and also coincidently, the period
which questionnaire is conducted is the period that respondents are busy with studying
and working. This research is limited by its use of survey method. On the other
hands, there are other methods for examining in-game behavior, including recording
and coding actual in-game behavior (McCreery et al., 2012) or analyzing in-game data
provided by the game itself (Yee et al., 2011). Coding actual in-game behavior allows
researcher to observe behavior of player which actually played but this method is
based on the length of game-play time that can feasibly be coded. Downside of this
method is that player might act differently than what they normally would do since
they know that their game-play is being record. But on the other hand, using in-game
data provided by the game itself are accurate but there is a limitation by the types of

information provided by the game.
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5.4 Recommendations of the Study

As part of technology growing trends, the following are the researcher’s
recommendations for future studies and future MMORPG game development. As this
research only conduct with sampling group of Thai teenager MMORPG game players,
other sampling groups can be interestingly applied and studied. Age of respondents
can be broken down into more detail within the range of 15-24 years old for detail
analysis would be recommended. Detail questionnaire may be used for future study.
Future marketing for more focus segmentation; especially Analyzer preference group

is essential for both game design offering and potential other products and services.
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The relationship between Whole Brain thinking model and Player type theory toward Thai MMORPG game players.
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Direction The purpose of this questionnaire is to get feedback of game player style from potential customer. The study focused on the
relationship between customers’ thinking preference and customers’ game player style. This questionnaire is conducted by a graduate
student in the field of Marketing of Master of Business Administration, Stamford International University (Thailand). Your answers in this
questionnaire will help achieving the objectives of this research. The authors would like to thank and wish you to do this questionnaire

completely. Your participation would be highly appreciated.

. . . . < Sy ] a o \
*kkk Massively Multiplayer Online Role-Playing Game (MMORPG) L‘]Jumnaﬂu'laﬂnzf@auﬁmﬂﬂun’ﬁmmu“lunmmmnu meaﬁauag“lu
= @ ] G l a 4 il Y ' I~ @
Taﬂmmﬂu IﬂfJN'ILliE:‘lJ‘ULﬂiﬂ"U'IUﬂE]iJW’JmﬂﬁJu1ﬂcl'Hﬂul 1Laz@mugmazﬂmzmummrmﬂumazﬂi
- #19619N3d MMORPG 13W/e.g. Ragnarok, Maplestory, Yulgang, Flyft
*#xkk Massively Multiplayer Online Role-Playing Game (MMORPG) is an online game which can serve a large number of game players
simultaneously and every gamer can have interaction with each other in real time.

- Example of MMORPG game Ragnarok, Maplestory, Yulgang, Flyff.

foui 1 aANANIBIA O LI UTO UM
Part 1 Sampling filter

AaungiaunuUsZInN MMORPG 3id 7w/ How many MMORPG games have you played?
() limeauas/Never play before ()1 AN/ game ( )2-3 Inud2-3 games
( ) 4-5 1Aud/4-5 games () 1nn 5 1ANE/More than 5 games
Aauaunu§lizian MMORPG 1osus lnu/How often do you usually play MMORPG game?
( ) floun 4 afsdeifien/Less than 4 times per month ()1 afadedla/1 time per week
() 2-3 adagodlan2-3 times per week ( ) 1nnh 3 Asadedla1iMore than 3
times per week
ﬂm%amﬂ'umnﬂizmm"l,wummﬁ'cm/What is your favorite game genre?
() MMORPG 1%u/e.g. Ragnarok, Maplestory, Yulgang, Flyff
() Multiplayer Online Battle Arena (MOBA) L“ﬁu/e.g. DOTA, HON, LOL
() First-Person Shooting (FPS)4u/e.g. Counter Strike, Point Blank, SF
() Casual L‘ﬁ‘u/e.g. Audition, GetAmped
() Web 15u/e.g. Pocket Ali. Adventure quest world

() 09U THIATEYOhETS ..o
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Part 2 Demographic information

msuda Tilsaldinsesnng v luvea ( ) Nasanumunniga

Instruction For each question below, please make a v* mark that best represents your answer

Ne/Gender

() ae/Male ( )‘Hfﬁd/Female

018/Age

() G%mﬁ 157)/Less than 15 years () 124-51/15-24 years ()25 ?J%u‘lﬂ/More than 25 years

ﬂ%ﬂﬁuﬂmﬁ1ﬂu1’i§ﬂﬁﬂuﬂ§j/Are you currently working or studying?

() Fouag/Studying () ¥haueg/Working
( ) Founazihnuey/Studying and working ( ) hinsaeanthe/Neither both

sw'ldmdedeifiow/Monthly income level

() eun31 10,000 1W/Less than 10,000 Baht

() 10,001-20,000 U11/10,001-20,000 Baht () 20,001-30,000 119/20,001-30,000 Baht
() 30,001-40,000 L1%/30,001-40,000 Baht ().11PAN 40,000 1119/More than 40,000 Baht
sEAUMIANYIgIga/Education

() mnnSyana3/Under Graduate ( ) Seanas/Bachelor () gannfSyaas/Graduate

8 v P Y 1
ADUN 3 VDY AN INVNNHSUYDINIA N
Part 3 Game players’ thinking preference
amuds Tlsaldnseamny v luges ( ) §wou 5 4o Hasenuiinpziilana o sy uiefuannsnii 14a 1qﬂ

Instruction Please make five v marks that best represents your skills

) MIAUATIZY/Analytic () maia/ 1M 3/ wanms/Technical

) Sdeviani/ myueanms a/Holistic/Conceptual () msuilayu1/Problem-solving

) adosdabangu/mailsyyna/Synthesizers ( ) msldanufaludeasaassa/Creative
) M3faFAguazHa/Logical () MsNW/aan/ aatav/Mathematical

) mssaumsilasunlay/innovating ) 19UAU/Planning

o < a . 4 3 = .
) msvams/ anudlusziiion/Organize ) e vazidea/Detailed

) MUUIMI/Extrovert ) m3szarula/Empathetic

) MIAnRe e (LUUABIN1)/Communicator Yy mavhaudiufiy/ Teamwork

v @

) MIUIAVYY/Dominant

e]

) MIUEAIANNAR/ MILEAgeDn/Emotional

(
(
(
(
(
(
(
(
(
(

) Myasiiei/Reliable )y m3tszauanufaiuana1aidIeiu/Integration

aoudl 4 dladvedidun
Part 4 MMORPG Game players’ style

mauds Tlsaldmsoanne v ureq ( )mmuaﬂmﬂummmﬁlu@ummmumu MMORPG

Instruction For each question below, please make a v" mark that best represents your characteristic while playing MMORPG game.

ﬂmﬂmﬂuﬁi ‘nlunud MMORPG 1A/ You would rather be known in MMORPG game for

4

() duda gnﬂaz“lunﬂmf/Knowledge ( )nJuré' Hindegedalunud/Power
( )ﬁJuﬁﬁﬁmmmmiumuﬁ/Wealth ( )nJuvj' Fordualunud/Popularity

ﬂmﬁuuﬂuﬂummﬁ%/ In MMORPG game, you are tend to
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() gluaﬂﬁ@,ﬁuau"lzﬁ/ Know things that no one else does
() #lemuminnidiaudu/ Have items that no one else does

() $¥ndmuesezannidiaudus Know players more than everyone else does

() ﬁJuﬁu’nﬂiwm’c?m%”uvj’m'uéu/ Known as formidable person in the game

lumstauny MMORPG Az i @naynuindy In MMORPG game, it is more fun to

() "lﬁ'ﬂzuuuagflua“uﬁuqu /Have the highest score on the list

() ansosuzlumsiiaaiuitey /Beat your best friend one-on-one

() 18¥50e39uF 0 fium /Getting a latest gossip

() awsaldnsesiiondenuaniAiidiyveunudld /Getting to know unique features of the game
Tupud MMORPG ﬂmamﬂﬁﬂzﬁnmuﬁﬁ% /In MMORPG game, you would rather have a spell

() ﬁmwé’wé’gduéu”lﬁ'/to destroy other players

() ﬂiﬂﬂﬂ“ﬁ'mVlﬂ&T&ﬂmwﬁ/teleport to new bonus map

() tiNq%fmma”ﬂumuf’fﬂjmﬂuéu/to know others in-game secret

() fuanadrazas1dEaniilasio increases the rate at which you gain experience points
ﬂmﬁﬂimm%uﬁmﬂﬂumuﬁ' MMORPG N‘Iﬂﬁ@ﬂ / What is your favorite things to do in MMORPG game?
() ¥oUUL /to kill other people

() youmaalnia)/ to find new things

aa X o ) B
() ﬂnauwwmuaiﬁ'ﬁﬁqw to finish the game as soon as possible

( ) wourshdanudnlagieurio be in the group to socialize

s LA .
ANUAAR /Ao UBLULITILIAY/ Comments/Suggestions

y Sy vg oA | A g
VYovoURUNNNIUN ZﬂZW?‘7’J71/531/1’@U?]3T?U!W?737”ﬂ75ﬂﬂﬂ!!ﬂﬂﬁ'@ﬂﬂ7l’?uﬂ5\7u

Thank you for your help and cooperation in this questionnaire.
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toward Thai MMORPG game players.
Reviews of
) experts
Question - N @ 110C Result
number S S S
o o o
x x x
L L L
Part 1
Expert 1 DhAke
No.1 1 | 1 | 1 [100| .Pass P Choonhachatrachai
Expert 2 Dr. Nuttanont
No.2 1 1 1 ]1.00 Pass P Hongwarittorrn
Expert 3 Dr. Thanasarn
No.3 1 1 1 | 1.00 P Hongpaisanvivat
Part 2
No.1 1 1 1 1.00 Pass
No.2 1 1 1 1.00 Pass
No.3 1 1 1 1.00
No.4 1 1 1 1.00 ass
No.5 1 1 1 1.00 Pass
Part 3
No.1 1 1 1 1.00
Part 4
No.1 1 1 1 1.00 Pass
No.2 1 1 1 1.00 Pass
No.3 1 1 1 1.00 Pass
No.4 1 1 1 1.00 Pass
No.5 1 1 1 1.00 Pass
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